DAFTAR PUSTAKA

Abubakar, Mohammed & Ilkan Mustafa. 2015. Impact of online WOM on
destination trust and intention to travel: A medical tourism perspective.
Journal of Destination Marketing & Management, 1-10.

Albarg & Abbas N. 2014. Measuring the Impacts of Online Word-of-Mouth on
Tourists” Attitude and Intentions to Visit Jordan: An Empirical Study.
International Business Research; Vol. 7, No. 1, 14-22.

Assaker, Guy, Vincenzo Esposito Vinzi & Peter O’Connor. 2011. Modeling a
causality network for tourism development: an empirical analysis. Journal
of Modelling in Management Vol. 6 No. 3, 258-278.

Bhaduri & Amit. 2011. A contribution to the theory of financial fragility and
crisis. Cambridge Journal of Economics, 995-1014.

Bianchi & Constanza. 2016. Exploring Urban Consumers’ Attitudes and
Intentions to Purchase Local Food in Chile. Journal of Food Products
Marketing, 1-18.

Chen, Ching-Fu & DungChun Tsai. 2007. How destination image and evaluative
factors affect behavioral intentions? Tourism Management, 1115-1122.

Chen, Yu-Chen, Rong-An Shang & Ming-Jin Li. 2014. The effects of perceived
relevance of travel blogs’ content on the behavioral intention to visit a
tourist destination. Computers in Human Behavior, 787-799.

Christina, Geng-Qing Chi & Hailin Qu. 2008. Examining the structural
relationships of destination image, tourist satisfaction and destination
loyalty: An integrated approach. Tourism Management, 624-636.

Departemen Pendidikan Nasional. (2005). Kamus Besar Bahasa Indonesia edisi
ketiga. Jakarta: Balai Pustaka.

Doosti, Shabnam et al. 2016. Analyzing the influence of electronic word of mouth
on visit intention: the mediating role of tourists attitude and city image.
International Journal of Tourism Cities Vol. 2 Iss 2.

Fakharyan, Meysam et al. 2012. The influence of online word of mouth
communications on tourists’ attitudes toward Islamic destinations and

118



119

travel intention: Evidence from Iran. African Journal of Business
Management Vol.6 (38), 10381-10388.

Febiana, Dina, Srikandi Kumadji & Sunarti. 2014. Pengaruh Word of Mouth
terhadap Minat Beli serta Dampaknya pada Keputusan Pembelian (Survei
pada Pengunjung yang Melakukan Pembelian pada Biker’s Resto dan Cafe
di Kota Malang). Jurnal Administrasi Bisnis, 1-6.

H, Zahrad & Debabi M. 2015. Analyzing the Effect of Electronic Word of Mouth
on Tourists’ attitude toward Destination and Travel Intention.
International Research Journal of Social Sciences Vol. 4(4), 53-60.

Hair et al. (2010). Multivariate Data Analysis, 7th ed. New Jersey: Pearson
Prentice Hall.

Hidayat, Alimul & Aziz. (2011). Metode Penelitian Kebidanan dan Teknik
Analisis Data. Jakarta: Salemba Medika.

Ishida, Koji, Lisa Slevitch & Katia Siamionava. 2016. The Effects of Traditional
and Electronic Word-of-Mouth on Destination Image: A Case of Vacation
Tourists Visiting Branson, Missouri. Administrative Science, 1-17.

Jalilvand, Mohammad Reza & Neda Samiei. 2012. The effect of electronic word
of mouth on brand image and purchase intention: An empirical study in
the automobile industry in Iran. Marketing Intelligence & Planning, 460-
A76.

Jalilvand, Mohammad Reza & Neda Samiei. 2012. The impact of electronic word
of mouth on a tourism destination choice: Testing the theory of planned
behavior (TPB). Internet Research, 591-612.

Jalilvand, Mohammad Reza et al. 2012. Examining the structural relationships of
electronic word of mouth, destination image, tourist attitude toward
destination and travel intention: An integrated approach. Journal of
Destination Marketing & Management, 134-143.

Kotler, Philip & Kevin Lane Keller. (2008). Manajemen Pemasaran, Jilid 1.
Jakarta: Penerbit Erlangga.

Lerman, S. & D. Sen . 2007. Why Are You Telling Me This? An Examination In
to Negative Consumer Reviews On the Web. Journal of Interactive
Marketing, Vol. 21 No. 4, 76-94.



120

Lien, Che Hui & Yang Cao. 2014. Examining WeChat users’ motivations, trust,
attitudes, and positive word-of-mouth: Evidence from China. Computers
in Human Behavior, 104-111.

Malhotra, N. K. (2010). Marketing Research: An Applied Orientation 10™
Edition. United State of America: Pearson Education Limited.

Michaud, R. & M. Ladhari. 2015. E-WOM effects on hotel booking intentions,
attitudes, trust, and website perceptions. International Journal of
Hospitality Management, Vol. 46, 36-45.

Nulufi, Kris & Murwartiningsih. 2015. Minat Beli Sebagai Mediasi Pengaruh
Brand Image dan Sikap Konsumen terhadap Keputusan Pembelian Batik di
Pekalongan. Management Analysis Journal Vol. 7, No. 4.

Prayitno & Duwi. (2010). Paham Analisa Statistik Data Dengan SPSS.
Yogyakarta: Mediakom.

Prayogo, Rangga Restu, Faisal Lafi Sadin Ketaren & Rizky Mustika Hati. 2016.
Electronic Word Of Mouth, Destination Image, And Satisfaction Toward
Visit Intention : An Empirical Study In Malioboro Street, Yogyakarta.
Advances in Social Science, Education and Humanities Research, 209-
218.

Rizky, Ramdan Muhamad, Rahardjo Kusdi & Abdillah Yusri. 2017. The Impact
of E-Wom on Destination Image, Attitude toward Destination and Travel
Intention. Russian Journal of Agricultural and Socio-Economic Sciences,
94-104.

Sanusi. (2011) . Metodologi Penelitian Bisnis. Jakarta: Salemba Empat.

Schiffman & Kanuk. (2007). Perilaku Konsumen. Edisi kedua. Jakarta: PT Indeks
Gramedia.

Sedarmayanti & Hidayat, Syarifudin. (2011). Metodologi Penelitian. Bandung:
Mandar Maju.

Setiawan, Putu Yudi, Eka Afnan Troena & Armanu, Noermijati. 2014. The Effect
of e-WOM on Destination Image, Satisfaction and Loyalty. International
Journal of Business and Management Invention Volume 3 Issue 11, 22-29.

Stylos, Nikolaos et al. 2016. Destination images, holistic images and personal
normative beliefs: Predictors of intention to revisit a destination. Tourism
Management, 40-60.



121

Sugiyono. (2015). Metode Penelitian Pendidikan (Pendekatan Kuantitatif,
Kualitatif dan R&D). Bandung: Penerbit CV. Alfabeta.

Supardi. (2015). Penilaian Autentik. Jakarta: Raja Grafindo Persada.

W.K. See-To, Erick & Kevin K.W. Ho. 2014. Value co-creation and purchase
intention in social network sites: The role of electronic Word-of-Mouth
and trust — A theoretical analysis. Computers in Human Behavior, 182-
189.

Waluyo, Minto. (2016). Mudah Cepat Tepat Penggunaan Tools Amos Dalam
Aplikasi (SEM). Surabaya: UPN “Veteran” Jawa Timur.

Wang & Ying-Chuan. 2015. A study on the infl uence of electronic word of
mouth and the image of gastronomy tourism on the intentions of tourists
visiting Macau. Original scientific paper Vol. 63/ No. 1/, 67-80.

Wang, Yi-Shun, Ming-Cheng Wu & Hsiu-Yuan Wang. 2009. Investigating the
determinants and age and gender differences in the acceptance of mobile
learning. British Journal of Educational Technology, 92-118.

Whang, Haesung, Sunghwa Yong & Eunju Ko. 2016. Pop culture, destination
images, and visit intentions: Theory and research on travel motivations of
Chinese and Russian tourists. Journal of Business Research Volume 69,
Issue 2, 631-641.

Winarta, Virginia, Siti Rahayu & Prita Ayu Kusumawardhany. 2015. E-WOM
Effect on Intention to Visit Raja Ampat Papua (Theory of Planned
Behavior). 1-15.

Wu, ling-Long & Jian-Liang Chen. 2014. Knowledge management driven firm
performance: the roles of business process capabilities and organizational
learning. Journal of Knowledge Management, 1141-1164.

Ying, Gengeswari Krishnapillai & Kwok See. 2017. The Infl uence of Electronic-
Word-of-Mouth on Travel Intention among Foreign Students in Malaysia:
Does Gender Really Matter? International Review of Management and
Marketing, 475-483.



